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荒川：自動車ディーラーの空間的分布 ２３
Spatial Structure of Automobile Dealers
KIYOSHI ARAKAWA
School of Social Information Studies, Otsuma Women’s University
Abstract
The purpose of this study is to analyze spatial structure of automobile dealers by exam-
ining the degree of aggregation with their rivals, and to show the dialers’ locational
strategies. We show that Toyota and Nissan dealers tend to aggregate with their rivals
affiliated with different manufactures, and to segregate otherwise. We also show that
Fuji, Daihatsu, and Suzuki dealers tend to aggregate with their rivals affiliated with
different manufactures. That is, automobile dealers tend to aggregate with their rivals
with similar car lineups.
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